Abstract. The article analyses the term of "advertising" with the focus on information transmission function and a possibility to influence consumers. A comparative analysis of advertising terms is completed. The article presents a different view towards areas of advertising functions and presents aspects of advertising influence on consumers. These aspects form a formula of CAFE'A -cognition, action, finances, emotions and advantage (Lith. PEFEN). There cognition is understood as feelings and recollections of a consumer. Action means that a consumer has noticed and read the ad. Financial aspect of the formula is connected to the costs consumer experiences. Emotional component of advertising impact includes evaluations how consumers accept and value the chosen product. Finally, advantage means the relations among such factors as financial costs, emotions for the bought product and experienced use of a product.
Introduction
An expanding stream of advertising, upspringing new advertising carriers call researchers' attention to the problems of social, psychological, economical effectiveness of advertising, its role in cultural and social life of a country and a city. Advertising businessmen, introducing a new means of advertising into the market, emphasize its advantages, the possibilities to reach the audience. (Vveinhardt, Tamutienė, 2005) .
The scientific problem is the inadequate interpretation of the concept of advertising, its functions and influence on consumers.
The object of the article is the influence of advertising on consumers.
The aim of the article is to define the concept of advertising, discussing the influence of advertising on consumers.
The goals of the research are:
• To explore different attitudes towards the concept of advertising, • To introduce the key functions of advertising, • To define the influence of advertising, as a means of transfer of information, on consumers. The methods of the research are comparative analysis of scientific literature, systematising and generalisation.
The concept of advertising as a means of transfer of information
Build a better mousetrap, the saying goes, and the world will beat a pathway to your door. However, J. Bardeen, a Denver small-business owner, said, that you first have to convince the world that it has mice. (Vijeikis, 2003 ). Another saying -"One half of my advertising budget is wasted. The trouble is, I don't know which half."-is still suitable today (Kotler, 2004) .
In the Lithuanian language we use the term reklama, as in the French language reclame, derived from a Latin word reclamo -shout. In the English language the word advert (advertising, advertise) is used with the meaning "to attract attention to oneself". This meaning is also related with a Latin word advertere -to direct, to concentrate (one's attention, efforts). In the German language the term Werbung -agitation, recruitment is used (Čereška, 2004) .
According to Behrens (IFAM, 1998), advertising is a planned and voluntary form of influence, which has to encourage people to implement the aims of advertising. The Americans call advertising "the second educational system", as it presents household, social, artistic, scientific and other information about the world in the form, that is clearly understood by the public (Bakanauskas, 2004) .
Well-known theorists of advertising define advertising as communication. The aim of such communication is not only to convey information to an addressee, but also to influence a potential consumer, to encourage him to purchase a certain commodity or service. As A. Rogers (1999) states, advertising propagates not only goods, it creates particular images, values, aims, understanding, forms consumers' opinions, and the consumer behaviour depends on them (at Blažinskaitė, 2004) .
The conception of advertising is interpreted differently by different authors; therefore a comparative analysis of the concepts of advertising is presented in Table 1 .
In all 47 sources of literature and other sources definitions of advertising are presented. Most of them Table 1 . The conception of advertising e  m  n  i  a  t  r  e  c  a  ,  e  c  n  a  y  e  v  n  o  c  ,  g  n  i  r  e  f  f  o  ,  n  o  i  s  a  u  s  r  e  p  f  o  s  n  a  e  m  a  s  i  r  o  f  s  y  a  p  r  e  s  i  t  r  e  v  d  a  e  h  T  .  d  i  a  p  s  y  a  w  l  a  s  i  g  n  i  s  i  t  r  e  v  d  a  ,  e  e  r  f  r  o  f  d  e  s  i  t  r  e  v  d  a  t  o  n  e  r  a  s  e  c  i  v  r  e  s  d  n  a  s  d  o  o  g  ,  y  l  d  n  o  c  e  S  .  s  i  y  t  r  a  p  d  e  t  s  e  r  e  t  n  i  e  h  t  o  h  w  ,  d  n  a  t  s  r  e  d  n  u  n  a  c  r  e  w  e  i  v  a  r  o  r  e  d  a  e  r  a  d  n  a  ,  g  n  i  s  i  t  r  e  v  d  a  a  t  o  n  h  c  a  e  r  o  t  s  t  n  a  w  g  n  i  s  i  t  r  e  v  d  a  f  o  r  e  m  o  t  s  u  c  e  h  T  .  l  a  n  o  s  r  e  p  m  i  e  r  a  g  n  i  s  i  t  r  e  v  d  a  f  o  s  e  p  y  t  t  s  o  m  ,  y  l  d  r  i  h  T  .  d  e  d  n  e  t  n  i  s  i  g  n  i  s  i  t  r  e  v  d  a  h  c  i  h  w  o  t  ,  e  c  n  e  i  d  u  a  t  e  g  r  a  t  n  i  a  t  r  e  c  a  t  u  b  ,  l  a  u  d  i  v  i  d  n  i  r  a  l  u  c  i  t  r  a  p   .  4  ;  .  V  ,  ë  n  e  i  k  s  u  a  ð  r  a  B  )  9  9  9  1  (  .  B  ,  ë  t  û  i  è  i  v  e  l  u  n  a  J   g  n  i  s  i  t  r  e  v  d  A  e  t  a  l  u  m  i  t  s  o  t  r  e  d  r  o  n  i  ,  s  r  e  y  u  b  l  a  i  t  n  e  t  o  p  t  a  d  e  t  n  i  o  p  ,  n  o  i  t  a  m  r  o  f  n  i  d  e  r  u  o  l  o  c  y  l  l  a  n  o  i  t  o  m  e  ,  t  r  o  h  s  s  i  .  s  e  c  i  v  r  e  s  d  n  a  s  d  o  o  g  f  o  e  s  a  h  c  r  u  p  e  h  t  h  t  i  w  d  e  t  c  e  n  n  o  c  ,  s  n  o  i  t  c  a  t  n  e  r  e  f  f  i  d   .  5  )  1  0  0  2  (  .  S  ,  s  g  g  i  r  B  g  n  i  s  i  t  r  e  v  d  A  s  p  l  e  h  g  n  i  s  i  t  r  e  v  d  A  .  d  o  h  t  e  m  a  d  n  a  a  i  d  e  m  a  s  a  t  i  f  e  n  e  b  o  t  e  l  b  a  ,  n  o  i  t  o  m  o  r  p  f  o  s  m  r  o  f  e  h  t  f  o  e  n  o  s  i  .  s  e  l  a  s  f  o  t  n  u  o  m  a  e  h  t  e  c  n  e  u  l  f  n  i  y  l  i  r  a  s  s  e  c  e  n  t  o  n  t  u  b  ,  g  n  i  d  n  a  t  s  r  e  d  n  u  e  h  t  m  r  o  f  d  n  a  e  t  a  e  r  c   .  6  )  7  9  9  1  (  y  t  r  a  i  r  o  M  ;  t  t  e  n  r  u  B  )  4  0  0  2  ,  s  a  k  s  u  a  n  a  k  a  B  t  a  (   g  n  i  s  i  t  r  e  v  d  A  ,  r  e  s  i  t  r  e  v  d  a  d  e  i  f  i  t  n  e  d  i  r  a  l  u  c  i  t  r  a  p  a  y  b  d  i  a  p  ,  a  i  d  e  m  s  s  a  m  h  g  u  o  r  h  t  n  o  i  t  a  c  i  n  u  m  m  o  c  e  h  t  s  a  d  e  n  i  f  e  d  s  i  .  e  c  n  e  i  d  u  a  t  e  g  r  a  t  e  c  n  e  u  l  f  n  i  r  o  e  c  n  i  v  n  o  c  o  t  r  e  d  r  o  n  i   .  7  )  4  0  0  2  (  .  B  ,  a  k  š  e  r  e  Č  g  n  i  s  i  t  r  e  v  d  A  ,  n  o  i  t  a  s  i  l  a  e  r  f  o  s  m  r  o  f  d  n  a  s  e  r  u  t  a  e  f  r  i  e  h  t  ,  s  e  c  i  v  r  e  s  ,  s  d  o  o  g  t  u  o  b  a  n  o  i  t  a  m  r  o  f  n  i  y  l  t  s  r  i  f  s  i  .  s  e  c  i  v  r  e  s  r  o  s  d  o  o  g  e  s  o  h  t  l  l  e  s  r  o  e  c  u  d  o  r  p  h  c  i  h  w  ,  s  m  r  i  f  t (Mažeikaitė, 2001a) , strange phenomenon (Miliūnaitė, 2004) , the branch close to perfection (Johnson, 1970 (Johnson, at Įąņšą, 2001 ). However, they all do not emphasize advertising as the communication process directly, and do not identify advertising and the transfer of information directly. And that is the most important focus of advertising.
Most authors, presented in the table, define the concept of advertising as the main means of transfer of information about a commodity or a service to a consumer on purpose to attract consumer's attention, control it and keep it Author: J. Vveinhardt, 2005 for as long as possible. Therefore, advertising is often identified with popularization and promotion.
In summary we can state that advertising is a means of communication, popularizing a commodity or service and influencing the consumer's decision about the purchase of a certain commodity or service.
The main functions of advertising as the means of information transfer
Yet before Lithuania had joined the European Union (hereafter -EU), A. Pabedinskaitė (2004) stated, that Lithuanian companies would feel the possibility of change, and with joining the EU the participation in international markets, which stimulates to pay more attention to the area of advertising, would become more active (Pabedinskaitė, 2004) .
People cannot cover broadening and deepening streams of information any more, so a larger part of information remains unnoticed and unmemorised by people. To get the address to be at least noticed, you need quite a lot of intensive efforts (Mažeikaitė, 2001b) .
Information reaches consumers if the following four conditions are assured (Kindurys, 2002 ):
• when a service offered by a company is valuable or useful to a consumer; • the consumer wants to get the service in a certain moment; • the consumer perceives that he/she is able to pay for the desired service; • the consumer sees or hears information about the wanted service. J. Stankevičienė (2002) proposes that only the companies, which satisfy the consumers' needs innovatively and comprehensively, i.e. offer not only a product itself, but also solve the consumers' problems, will be able to remain in the market under the conditions of sharp competition. Advertising messages differ from usual information messages, as they fulfil the function of persuasion of a person and have a particular aim -to encourage purchasing of one or other goods or services (Шуванов, 2003) . In A. Baverstock's (2002) opinion, the most effective tactics of marketing has to be distinguished by simplicity: a suitable slogan is so definite that it is easy to memorise it at once; information letter offers a product so attractively that a reader fills in an order form straight away. However, it is necessary to note that it is not easy to reach such simplicity. For this purpose you have to know the market, for which it is intended, thoroughly. After all, the goal of advertising is not only to inform a consumer, but also to encourage him/her to perform or not to perform a certain action (Šulcas, 2004) .
Although situations can often overcome disposition, social psychologists do not treat an individual as passive. It turns out that any person reacts individually in the same situation: it depends on personal qualities, traits and culture (Майерс, 2002).
J. Stankevičienė (2004) proposes that the choice of a consumer depends on how a product meets the needs and values of every group. If the product conflicts with cultural norms, it will be accepted worse.
Nowadays a consumer faces many services and goods, receives a lot of information about them. Every company tries to attract consumer's attention to its goods or services in different ways on purpose to sell them sooner or later. However, selling or buying (on the part of a consumer) is the result of the process of the decision, which consists of several stages (Bublytė, 2004) .
Every talentedly created advertisement is good in its own way. However, even in very talentedly created advertisements there are common links. One of them is the means, which make an advertising message really effective (Kaziliūnaitė, 2005) . As V. Zuzevičius states, every successfully created commercial leaves in our memory (it is of no account -in consciousness or subconsciousness) a certain clear and strong record, a seal, which is very difficult to delete by other advertisements and even by personal experience (Zuzevičius, 2004) . The aims of advertising are realised when implementing the functions of advertising, which, according to Čereška (2004) , are subdivided into economic and social functions (which should be defined as spheres of advertising, not as functions themselves) on macro level. The functions of advertising are concerned with its communication goals -to remind, to persuade, to inform. These goals of advertising are the starting point, when the functions of advertising are defined. Čereška (2004) , distinguishing the macro level of the functions of advertising, does not emphasize the functions of advertising in psychological and cultural spheres at all. Therefore it is advisable to state that the functions of advertising on macro level involve not only social, economic, but psychological and cultural spheres as well (see Fig 1) .
Creation of good advertisements and placing them where the potential consumers will see them requires a proper knowledge of the market. Therefore the spheres presented in Fig 1 are important for the analysis of the functions of advertising, which are explained in Table 2 .
The technology of demand formation and sales promotion, used by travelling merchants, has been in use from the Middle Ages till the end of the 19th century. The Americans used the abbreviation SLB (stay, look, buy) for this technology. In the first decade of the 20th century W. Scott (1903 Scott ( , 1908 , one of the first authors, who wrote about the psychology of advertising, started to improve this technology. And an American marketologist E.K. Strong (1925) finally formed a formula-concept AIDA, which existed till 1975. Later this formula-concept was improved and became DIPADA. In the formula-concept AIDA the following functions of advertising are presented:
A -(Attention) to attract attention, using proper headings and openings, so that a consumer would be ready to listen to an advertising message.
I -(interest) to interest a consumer by presenting necessary basic/additional information in order to familiarize the consumer with the advantages of a product or service.
D -(Desire) to keep the need, stating the reasons, why it is worth to buy.
A -(Action) to act, i.e. to make a buy/sell transaction.
Another formula of the functions of advertising is DIPADA, which means: D -(Definition) to define consumer's needs and wants. I -(identification) to identify products/services with consumer's needs.
P -(Proof) to prove that advertised products/services meet consumer's needs.
A -(Acceptance) to gain consumer's acceptance that the advertised products/services meet consumer's needs.
D -(Desire) to keep the consumer's need to purchase/ buy the product or service.
A -(Action) to act, i.e. to make a buy/sell transaction. The process and development of these formulas-concepts determined the alteration of the conception of the market. In the second half of the 20th century the sellers' market became the buyers' market on international scale.
Analysing functions of advertising, we can present the different attitude towards the influence of advertising on consumers than the attitude of W. Scott and E. K. Strong. R. Dominick (1993) presents another partition of the functions of advertising. With reference to R. Dominick (1993) , the main functions of advertising are the following: a) Marketing. Helps companies sell goods. b) Educational. People find out about new products and services, learn to use them, go deep into the essence of the advertised products or services. c) Economic. This is an opportunity for new businessmen to get into the market. Competition improves production and influences the pricing policy. d) Social. Advertising stimulates production and raises the standard of living. e) Informational. This function assures that consumers will receive all information about manufacturers of goods, possibilities of the usage of goods. Table 2 . Explanations of spheres of the functions of advertising Thus, in economic aspect advertising balances supply and demand, helps consumers orient in plenty of various goods, influences consumers' needs, improves production, researches the market and forms it, rationalizes selling of goods, etc. In social aspect advertising emphasizes new, progressive creed, develops aesthetical taste (Gečienė, 2004) . In psychological aspect advertising forms and changes the consumers' attitude towards a chosen product, and in cultural aspect it emphasizes the norms, culture, traditions and beliefs, accredited in society.
The influence of advertising as a means of transfer of information on consumers
In everyday life most people get into the sphere of advertising activity as members of the audience of advertising. For a marketing specialist it is important to look at advertising from another side, i.e. view it as a means, which helps implement the aims of a company in marketing. In the process of implementation of goals it is important to understand and be able to assess the effectiveness of advertising (Stankevičienė, 2005) . Advertising consumer is a person, to whom the advertisement is intended, or who it may reach. Advertising consumer, i.e. its reader, buyer, a potential user of an advertised commodity or service, is an active participant of advertising market, sometimes even the initiator of advertisement. He/she often asks the disseminator of advertising or an advertising agency for the information, which he/she is interested in directly or indirectly, on his/her own initiative or through the mediation (Čereška, 2004) . The assessment of the effectiveness of advertising influence is especially important to the company, organising advertising, as advertising is the investment in company's future (Jokubauskas, 2003) . The effectiveness of advertising is often assessed according to the impact the advertising has on consumer. However, rather little stress is put on the aspects of the impact of advertising on consumer. Therefore, it is purposeful firstly to distinguish the aspects of the impact of advertising on consumer (see Fig 2) , which may compose the formula of the impact of advertising on consumer CAFE'A (see Fig 2) .
Further, the aspects of the impact of advertising on consumers are described.
1. Cognition (C). It is connected with the following elements: senses and recollections (memory, perception, thinking, speech, attention). Senses commonly arise from subconsciousness, perception comes knowingly, attention (as the most important feature of perception) is attracted by oneness, memory is the process of memorising, storage and revival, thinking generalises the reflexion of things and phenomena in consumer's consciousness.
2. Action (A). When a person noticed and read an advertisement, its impact can still be appreciable. Advertising and its means inevitably cause a certain reaction (purposive, secondary, reverse). 
